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games, with 83% of teen boys and 59% of teen girls involved 
(Pew Research Center 2015c). For teen boys, video games 
become key elements in friendships, helping them establish 
and maintain friendships either in the same room or over 
the Internet (Lenhart 2015). Teen girls love to play many dif-
ferent games too, often role-playing games. Whereas video 
games are social for boys, more girls play them alone with-
out a mic to chat (Marcotte 2015). Media makes the connec-
tion to others for many teens, especially boys.

Adolescents identify with characters in video games 
and often view them as role models (Mou and Peng 2009). 

However, girls are generally peripheral to the action. 
Notice the next time you are around people playing video 
games that the fighting characters are typically male and 
often in armor. When fighting women do appear, they are 
usually clad in skin-revealing bikini-style attire—odd 
clothing in which to do battle!

Thinking Sociologically
Why are video and role-playing games primarily a 
“boy social thing”? How do you see girls using social 
media? What effect might girls’ and boys’ different 
technology activities have on their futures?

Some recent action films include adventurous and 
competent girls and women, helping to counter images of 
sexy and helpless females. The Hunger Games heroine, 
Katniss Everdeen, has become a brave idol for teenage 
girls; Mattel has even made a Barbie version of the heroine. 
The Girl With the Dragon Tattoo and other films in that 
series present an extremely clever and unique heroine in 
Lisbeth Salander. More recently, strong women characters 
appear in films such as Sisters, Kidnap, Americanah, The 
Intern, Star Wars: The Force Awakens, and Don’t Mess 
With Texas. These new examples of women in strong lead-
ership roles may help change images, although highly 
competent females are still seen less frequently than men 
in the media. In addition, in 2015, there were only seven 
(of roughly a hundred) major commercial films directed 
by women (Dockterman 2015).

Young men and women, desiring to fit in, can be influ-
enced in harmful ways by messages from the media. For 
instance, the epidemic of steroid use or hormones among 
boys to stimulate muscle growth results from a desire to be 
successful in sports and have an appealing body image. 
Professional athletes set an example, and the dark side of ste-
roids, especially for teen boys, is often overlooked: acne, 
mood swings, depression, elevated suicide attempts, aggres-
sive behavior, high blood pressure, heightened sex charac-
teristics, and liver damage (Global Sports Development 
2013). Adolescent girls are more prone to dieting, bingeing, 
and purging (Stephen et al. 2014). Dieting among girls, 
driven in part by ads, is a health concern in the United States 
and some other countries (Taub and McLorg 2010). Studies 
show that from 40% to 60% of children ages 6 to 12 are wor-
ried about their weight. Eighty percent of 10-year-olds have 
dieted. Over half (53%) of 13-year-old girls and more than 3 
out of 4 (78%) 17-year-old girls have issues with their bodies 
(Hepworth 2010; C. Roberts 2012).

Television is another part of the media that works as a 
powerful socializing agent. Seventy percent of children 

Mattel’s Barbie dolls and other girls’ toys have been criticized for their 
extremely traditional and highly sexualized images of young women. 
The second photo is of a boys’ toy department; note the difference in 
images and colors. What is communicated?
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